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Distributor case studies 
(alphabetically by company) 


It’s a family affair 

Two sons take businesses from their 
fathers, combine them, and make their Alameda 
Electrical Supply grow 15-fold in seven years. 


May, p. 27 


over 


There is a life after consolidation 
Allied Electric Supply closed two of its three 
houses to strengthen itself. Jan., p. 37 


Top business strategist and planner 

Ron Kinney, president of All-Phase Electric 
Supply Co., rates tops in this performance cate- 
gory. Here’s his approach. Apr., p. 58 


A different distributor 
Amfac Electric Supply Co. is a very big electri- 
cal distributor that thinks local. Jan., p. 32 


Up, up to the Big One 

With more than $500 million in sales 
goal of $1 billion—Anixter Bros., Inc. is the 
undisputed king of wire and cable distributors 
Mar., p. 42 


and a 


Divided they stand 

Four acquired branches buy their own invento- 
ry and go by their original names in Armstrong 
Pacific Corp.’s attempt to preserve its branches’ 
individuality. Oct., p. 59 


Tying into telecommunications 

Benfield Electric Supply Co. is broadening its 
electronic involvement earlier rather than later. 
The risk, they think, is to wait. Aug., p. 33 


“Hands-on” management 

Branch Electric Supply Co.’s managers used this 
approach from their start 15 years ago to today’s 
six-branch, 128-employee firm. Aug., p. 53 


The anatomy of a breakup 

When Allen-Bradley and Bryant Supply 
reached an impasse, a 34-year relationship 
ended. Here’s the inside story on the breakup, as 
told by the distributor. Aug., p. 46 


Motivation at work 

Eastside / Westside Electric Supply in Phoenix 
creates a positive working environment by using 
incentives. July, p. 27 


Getting the goods 

Inside salespeople handle the purchasing at 
Electrical Distributors Co., San Jose, Calif., a 
companv that relies on three generations of 
business smarts. Aug., p. 57 





Smaller companies need computers, too 
Keeping tabs on day-to-day business by comput- 
er gives Electric Supply, Inc., Phoenix, better 
results. Jan., p. 47 


Twin products of different eras 

Motors and programmable controllers—two 
related products rarely sold together. This spe- 
cialty electrical wholesaler, EMCORP, markets 
them as a combo. Dec., p. 39 


Dutch-owned wholesalers do business here 

Gem/ Peerless Electrical Supply and Woburn 
Supply Co. are two New England electrical 
distributors that have a parent company in The 


Netherlands. May, p. 43 


What’s going on at GESCO? 

An exclusive interview with Dave Engelman, 
general manager of General Electric Supply 
Co., seeks his insights on the outlook and thrust 
of this major national chain. July, p. 40 


To market, with 32 million feet of 
wire and cable 

Houston Wire & Cable Co.’s “only 
policy sets it apart from many 


through 
distributors” 
other specialists. Mar., p. 37 


They challenged the recession—and won 

The heart of a recession seems, on the surface, a 
terrible time to quit a good job and start a 
business. Yet that’s what these two entrepre- 
neurs did to form Huntington Lighting & Sup- 
ply, Inc. Sept., p. 53 


At home with energy savings 
How Johnson Electric Supply Co. stopped spi- 
raling energy costs. Mar., p. 56 


Blackout 
Kennedy Electrical Supply came to its custom- 
ers’ rescue during Manhattan’s midsummer 


blackout. Oct., p. 83 


On being Number One 

Mayer Electric Supply Co. rates as the nation’s 
top overall distributor performer in the eyes of 
electrical suppliers. Apr., p. 39 


Selling more than electrical supplies 

How Northern Light Co. corners Pittsburgh’s 
designer and consumer lighting markets. Part of 
their approach is to advertise. Dec., p. 53 
Branching from your roots 

How Pacific Electrical Supply, Inc., San Lean- 
dro, Calif., puts its presence where its markets 
move. July, p. 47 





Terminal specialist aims at OEM market 
Peters-de Laet, Inc. goes after the needs of OEMs 
in Silicon Valley. And it uses sub-distributors to 
reach MROs in the western U.S. May, p. 37 


Top promoter of products and services 

Jim Ryall, president of Ryall Electric Supply, 
Denver, Colo., rates tops in this performance 
category. Apr., p. 57 


Top builder and trainer of a sales force 

Ken Renwick, president of Summers Electric 
Co., rates tops in this performance category. 
Apr., p. 56 

Survival tactics in steel country 

What does a distributor do when his traditional 
market Electric 
Pittsburgh, learned how to hang in there tough. 
Sept., p. 43 


turns sour? Sunray Supply, 


How Tristate makes stocking a science 
Four regional warehouses will supply 16 satel- 
lite branches in Tristate Electrical Supply Co.’s 


four-state market area. June, p. 35 


Making it manually 
The story of how Van Atta Supply Co. slashed 
its inventory 18% with a streamlined manual 


inventory system. Oct., p. 89 


Top manager of an adequate inventory 

J. R. Thompson, president of Warren Electric 
Co., rates tops in this performance category 
Apr., p. 59 


The other end of wire and cable 

Yankee Electronic Supply is what many electri- 
cal distributors would like to be—a specialist in 
electronic wire and cable. Mar., p. 45 


Feature stories on the industry 


Telecommunications: What’s in it for you 
The telecommunications market may represent 
a wide-open new opportunity for electrical dis- 
tributors. Jan., p. 25 


Reaching specialized markets with reps 

These six reps are among the many who pass 
their specialized knowledge along to their dis- 
tributors. Feb., p. 33 


Spec lighting can still be distributors’ 
business 

The specification lighting business belongs to 
wholesalers—if they know how to 
p. 48 


electrical 
conduct it. Feb., 
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The rise of the wire and cable specialists 
ELECTRICAL WHOLESALING takes a look at this 
important industry sub-group. It may account 
for $1 billion in sales. Mar., p. 29 


Top performers honor roll 

Kudos to those who received a substantial num- 
ber of nominations as the top distributor per- 
former overall or in four performance catego- 
ries. Apr., p. 43 


The moves to hybrid wholesaling 

The traditional electrical wholesaler faces new 
challenges to his role—buy/sell reps, master 
distributors and buying groups. Apr., p. 65 


The master distributor —a concept 

come of 

Both de facto and franchised varieties are com- 
ing on strong. Apr., p. 71 


The genesis and future of buying groups 
Electrical wholesaler buying groups and cooper- 
atives have delighted some and enraged others. 
Right now they are an industry phenomenon. 
Apr., p. 76 


Sons of bosses 

When sons and daughters join the family busi- 
ness, it can be a mixed blessing to parents and 
offspring. Apr., p. 106 


Ways to ease into electronics 

Electrical wholesalers have been trying to estab- 
lish a foothold in the electronics market in a 
variety of ways. They have met with mixed 
success. May, p. 31 


Understanding matrix pricing 

The how’s, who’s and why’s of getting more 
profit margin dollars from your slow-moving 
inventory. July, p. 31 


A distributor’s view of matrix pricing 

The more electrical wholesalers understand 
about it, the more sense matrix pricing makes. 
July, p. 37 


The recovery —coming on strong, but. . . 

As the economic recovery burgeons, many elec- 
trical wholesalers still wait for relief from 
depressed markets and fierce competition. EW’s 
mid-year 1983 outlook. Aug., p. 40 


How to become a spec lighting distributor 
The people and the approach an electrical 
wholesaler needs to get into specification lighting 
sales—and to make money at it. Sept., p. 35 
Getting ready for robotics 

No longer a field of the future, robotics is here 
today and on the grow. Here’s how electrical 
distributors may be getting a piece of the action. 
Oct., p. 39 


The makings of a top distributor 

What makes an electrical wholesaler the kind of 
company the industry labels a “top performer”? 
ELECTRICAL WHOLESALING took a look at 13 
top companies and found out that they do 
business in a manner that sets them apart from 
their competitors. Nov., p. 45 








What size is the market? 

EW’s handy guide—designed for electrical 
wholesaler managers or salespersons —for use in 
figuring out the dollars of business available in 
local market areas. It’s complete with work- 
sheets and instructions. Nov., p. 53 


Is the high-tech investment paying off? 

The new generation/high-tech products have 
been among electrical wholesalers’ lines for sev- 
eral years now. Are they a horn of plenty or 
plenty of headaches? EW talked with a number 
of distributors to find out. Dec., p. 43 


What makes a good distributor? 

This financial analyst believes that the charac- 
teristics that make for a successful publicly 
owned distributor are the same ones that make 
for a successful privately owned distributor. 
Here’s how he views the electrical wholesaling 
industry. Dec., p. 47 


Market reports (geographic) 


The state of business in the Golden State 

The chains face off against the independents as 
both go after California’s high technology 
OEMs and traditional construction business. 
Apr., p. 102 


The struggle to come back 

Some markets look better than others as electri- 
cal wholesalers attempt to put the recession 
behind them. A look at 15 markets across the 
country. June, p. 39 


Regional Factbook 

A compendium of data that tells you electrical 
wholesalers’ sales, product mix and customer 
mix, as well as employment in major end-user 
markets, arranged by region, state and local 
area. Nov., p. 61 


Interviews with supplier 
decision makers 


Pragmatism with profits 

EW probes the strategies, attitudes and actions 
of Lee Bonoff, president of Carol Cable Co. 
Jan., p. 40 


It’s more than a buying group 

Interco Systems, Inc.’s top executives explain 
this distributor buying group’s inner workings. 
Apr., p. 88 


Americanizing ASEA, Inc. 

This EW “Decision maker” interview with 
Paul A. Brunner, president and CEO of ASEA, 
Inc., focuses on how ASEA intends to distribute 
its robots and other aspects of the company’s 
involvement with wholesalers. Oct., p. 48 


Case studies on reps 


“We have yet to be turned down” 

The Hodges Co., Dallas, has persuaded electri- 
cal distributors to take on electronic wire and 
cable. Feb., p. 34 





“The electrical distributor’s edge is product 
knowledge” 

The Rowe Marketing Group, Chicago, helps 
distributors and manufacturers get started in the 
do-it-yourself market. Feb., p. 36 


“Components can be sold through electrical 
distributors” 

Mahaffey & Associates’ partners think electrical 
wholesalers have an edge in electronic compo- 
nents. Feb., p. 38 


“More and more electrical distributors will be 
coming in” 

Elgin B. Robertson Inc., Dallas, got into tele- 
communications products in 1975. Feb., p. 40 


“We're going to have to leap into the 21st 
century” 

Williams Electrical Sales opens doors to micro- 
processor time switch sales for its distributors. 
Feb., p. 42 


“It’s a whole new industry, a whole new 
horizon” 

Security systems and multiplexing are the prod- 
ucts John Wilkin takes to market. Feb., p. 44 


The varying role of the buy/sell rep 
Is he a commission agent, a short-line wholesal- 
er or both? Apr., p. 66 


Articles for salespeople 


Beware the changing self-image 
Often there are both product needs and psychic 
needs at stake in a selling situation. Feb., p. 61 


Hard to gain, easy to lose 
Order makers. Feb., p. 30 


Put the heat where the people are 

Portable electric heaters may be a bigger market 
than you think. Here’s everything a distributor 
salesperson needs to know to sell them effective- 
ly. Mar., p. 51 


The short-range syndrome 
Who’s to blame when a product fails to meet 
expanding needs? Mar., p. 61 


There’s no such thing as a commodity 
Order makers. Apr., p. 36 


Discerning a buyer’s subtle change in needs 
When the driving force behind a customer’s 
actions gets offset by a new need, someone 
sensing it might take away some sales. May, 
p. 48 


The real clincher 


Order makers. June, p. 32 


Working with high tech customers 

This firm is one of the nation’s top ten defense 
contractors. It insists on high quality and reli- 
ability in electrical products and electrical dis- 
tributors. Another article in EW’s series for 
salespeople on the types of customers they sell to. 
June, p. 56 


The art of saving face 
It’s critical when the customer is wrong and 
you’re right. July, p. 50 
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Making your work work 
Order makers. Aug., p. 30 


When the customer is trapped in a corner 
. it can pay to help him out of the difficulty. 
Aug., p. 59 


Sizing up space heat 

To sell electric space heating intelligently, the 
distributor salesperson should follow some basic 
procedures. Sept., p. 48 


No one is average 

Be careful of the tendency to view a customer as 
“average.” Treat him and his problem as being 
unique—and win business. Sept., p. 59 


Getting more business in your own back yard 
Order makers. Oct., p. 36 


Sales slants in the 1984 NE Code 

Changes in the 1984 National Electrical Code 
impact on product applications and offer sales 
opportunities for distributors and their salespeo- 
ple. Oct., p. 75 


Don’t be in love with your product 
It can only get in the way of satisfying your 
customers’ real needs. Oct., p. 92 


A peek into the looking glass 
Order makers. Dec., p. 64 


Roadsigns to rapport 

Look for telltale signals of a customer’s personal 
interests. But be careful about keying on them in 
emotional situations. Dec., p. 61 


Articles for managers 


Inventory control just for wholesalers 
Why distributors need a three-component order 


point. Jan., p. 51 


How to compensate branch managers 

Here’s a total system for evaluating and measur- 
ing performance by branch managers. Feb., 
p. 55 


New limits on pension benefits 
There are new restrictions on how much people 
can get out of corporate retirement plans. 


Feb., p. 71 


Toward a better ordering strategy 

A distribution-by-value report can help a dis- 
tributor decide when and how much to order. 
Apr., p. 109 


Tax benefits for closely held firms 

Closely held electrical wholesalers can receive 
major tax benefits as an S corporation. June, 
p. 67 


How to age your inventory 

If you identify your slow-moving and dead 
stock, you can clean up your inventory and 
improve both turns and service levels. July, 
p. 57 





Taking advantage of change 

The recession has forced distributors to change 
financing, staffing, marketing and inventory pol- 
icies. Some have turned those changes to their 
own advantage. Aug., p. 65 


Using a “warehouse” computer 

Having inventory information on tap in the 
computer is not adequate unless you go the 
whole route. Oct., p. 99 


The ins and outs of voluntary benefit plans 
An electrical wholesaler can gain tax savings 
while greatly benefiting key employees through 
a VEBA. Oct., p. 104 


The case lot problem 

How do you decide when to increase your order 
of an item to the vendor’s case lot? Here’s a 
simple, rational way to make the choice, wheth- 
er your inventory system is computerized or 
manual. Dec., p. 57 


Opinion from industry people 


There are alternatives to high-cost, 

live training 

C.G. Pagnotta, JaNell Learning Systems Inc., 
speaks out on the advantages of self-adminis- 
tered training. Jan., p. 64 


“To really understand the value of a rep, I 
had to become one” 

A former manufacturer excutive, Bob Powell, 
now a partner in Kunz Powell & Associates, 
Inc., speaks out on his transformation into a 
representative. Feb., p. 108 


“Distributors contribute to their own poor 
returns” 

Brad Skaith, American Electric Co., speaks out 
in favor of wholesalers who lay their own 
ground work. Mar., p. 76 


“Watch out for all those ‘got-chas’ in the fine 
int” 

Nelson French, Basic Distribution Corp., speaks 

out on manufacturers who fill their sales corre- 

spondence with fine print. Apr., p. 134 


“Distributors are responding to the challenge 
of computer technology” 

Ben Cooper, DiMIS, Inc., speaks out on the state 
of computerization in the electrical wholesaling 
industry. May, p. 70 


“Manufacturer-distributor relations are in 
need of a major tune-up” 

Bill Younger, consultant, speaks out on the 
recent deterioration in manufacturer-distributor 
relations. June, p. 90 


“Better packaging, labeling, shipping and 
returns lead to improved profits” 

Bob Footlik, consultant, speaks out on ways to 
improve profitability and efficiency in the ware- 
house. July, p. 74 


Little white lies 

A distributor salesperson speaks out on the need 
for truthfulness and loyalty among distributors 
and reps. Aug., p. 86 
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Bad news/good news 

Jim Newton, Sales Tech Corp., speaks out on 
the opportunities created by today’s markets and 
relations in flux. Sept., p. 82 


Thoughts from a high-tech supplier on 
marketing through distributors 

Jay Buckley, Raychem, speaks out on how 
high-tech manufacturers view electrical distribu- 
tors. Oct., p. 118 


The demise of “good old Charlie” 
Art Freund, EC&M, speaks out on the need for 


factory sales reps. 


Editorials 


Direct marketing challenge; Two would be 
better than one 


Times and trends. Jan., p. 8 


Rep billing is for the birds 
Off the cuff. Jan., p. 10 


One sentence worth 1,000 pictures; Investing 
in futures 
Times and trends. Feb., p. 10 


Despite the rumors, few agents carry guns or 
have horns 
Off the cuff. Feb., p. 28 


The payoff of specialization 


Times and trends. Mar., p. 6 


The size of taxes are upon you 
Off the cuff. Mar., p. 16 


NAED’s 75th: A very fond retrospective 
Times and trends. Apr., p. 10 


Is a distributor a distributor? 
Off the cuff. Apr., p. 16 


Untarnished view of distribution 
Times and trends. May, p. 10 


Those were the days 
Off the cuff. May, p. 14 


Restoring good relations 
Times and trends. June, p. 10 


Purchasing agent personalities 
Off the cuff. June, p. 16 


Why no West Coast winners? One year later, 
still an issue 
Times and trends. July, p. 10 


Competition 
Off the cuff. July, p. 12 


The A-B mystique . . . and its possible 
myopia 
Times and trends. Aug., p. 12 


Things I never knew about buying groups and 
am not afraid to ask 
Off the cuff. Aug., p. 20 
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